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Abstract: This paper is trying to identify the niches of markets for selling Romanian traditional 
products on European market. In pursuing this, a piece of quantitative market research was developed on 500 
persons from urban and rural areas. The results of the research show that the profile of the consumer of 
traditional food products is: women, coming from urban area, having an income between 1000 and 2000 lei, 
usually students or having jobs that require higher education: engineers, professors, doctors, economists etc. 
At the opposite side, people coming from rural area, men, aged over 56 years old, with income under 1000 lei, 
and jobs as administrator, farmer, owner of companies, independent professional, unemployed do not consume 
traditional products at all. 
The conclusions can be used by the producers of agro-food products, in general, and by the producers of 
traditional products, in particular, in their efforts of increasing their sells and profits.    
 
INTRODUCTION 
 
Nowadays, after Romania accession to the European Union, consumers prefer festive 
and usual food. Traditional food is not promoted, because they have a difficult position on the 
market.  
This is the reason why food products like Romanian traditional ones are put in a certain 
segment of the market, related to the local traditional areas, like: cheese of goat milk, 
sausages of Plescoi etc. These products are consumed by a small number of persons, who 
form, usually, one niche, or, in some cases, a segment, but a very narrow one.  
This approach of marketing has as premises: 
• Identifying the families, lines and articles of traditional products;  
• Taking an account of producers and grouping them by region; 
• Knowing the methods and techniques used for promoting the quality of the 
products consumed in EU, combined with measures of increasing food safety and hygiene, 
rules of packaging, rules related to animals and plants health, controlling the chemicals and 
additives contained in food, and providing information about nutritional characteristics; 
• Realising a data base as a result of an inquiry done by the Institute of Research 
for Agricultural Economy and Rural Development. There have been inquired 500 persons, 
coming from both urban and rural areas. 
 
MATERIALS AND METHODS 
 
In order to realize a delimitation of the niches of domestic market by promoting the 
traditional products, the results of an inquiry have been used. 500 persons have been inquired, 
from broth urban and rural areas.   
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The questionnaire was designed using the principle of “funnel”, consisting in twelve 
closed questions, of type “why” and asking for opinions. The results of this study enabled to 
identify the social and demographical characteristics of potential consumers of traditional 
products, and to design the profile of the consumer of traditional products. In this paper there 
are shown some aspects related to the effective and potential consumption of Romanian 
traditional products.   
  
  
RESULTS AND DISCUSSIONS 
 
The data of the research are analysed in those regarding residence, age, income, and job 
position. 
The data analysed by residence are presented in Figure 1.  
Figure 1 
Consumption of certified traditional products, by residence 
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Source: results of the inquiry 
 
The results show that the residence influences the demand. The differences in those 
regarding the behaviour of buying and consuming the food products result from: 
- the standard of life, which is higher in urban area; 
- the high level of self-consumption in rural area; 
- cultural factors related to patterns of consumption that are more evident in rural 
area.  
Also, urban population is more open to try new things. In addition they have higher 
income, meaning they are more receptive to buy products with high added value and high 
level of processing. This fact is proved in statistics that show that the level of supplementary 
payments for food is higher in urban areas that in rural ones. Also, there are differences in 
those regarding the preferences for different products (figure 1).  
The phenomenon of self-consumption in rural area, as a result of a high repartition of 
farmers among inhabitants, who have as main source for supplying the food self-
consumption, generates quantitative differences in those regarding the demand and structural 
differences, because the demand in rural areas is oriented to processed products, which are 
difficult to obtain in farmers’ exploitation. 
To synthesize, the results of the research, considering each group of products, are 
presented in figures 1, 2, 3, and 4. 
- Bread and bakeries represent a group with the following characteristics of 
consumers: the profile of the consumer is: people living in urban area, women, 
unmarried, education – high school and college, people over 25 years old. Their 
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jobs are: professors, doctors, engineer, economist and their income is between 
2000 and 3000 lei; 
- Dairies represent a group of products with the following characteristics of 
consumers: people living in urban area, women, unmarried, education – high 
school and college, people over 25 years old. The consumers are usually students, 
and professors, doctors and engineers, and their income is between 1000 and 2000 
lei; 
- Meat products. For these products, the characteristics of consumers are the same as 
for dairies; 
- Fish products. For these products, the characteristics of consumers are the same as 
for meat products; 
- Alcoholic beverages. For these products, the characteristics of consumers are the 
same as for meat and fish products; 
- Vegetables and fruits products. For these products, the characteristics of 
consumers are the same as for meat and fish products and alcoholic beverages; 
- Other products, for which the characteristics of consumers are almost the same 
with the latter, but there are some differences, for instance: people coming from 
rural area, men, aged over 56 years old, with income under 1000 lei, and jobs as 
administrator, farmer, owner of companies, independent professional, unemployed 
do not consume traditional products at all. 
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Source: results of the inquiry 
Figure 2 
The consumption of certified traditional products by age 
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Source: results of the inquiry 
Figure 3 
The consumption of certified traditional products by income 
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 Source: results of the inquiry 
Figure 4 
The consumption of certified traditional products by job position 
 
CONCLUSIONS 
 
Thus, a balanced conclusion may be drawn after analysing the data. The market of 
traditional agro-food products is segmented, mostly, by residence and age, and less by 
income, and job position. 
The residence influences the demand, because only people from urban area consume 
traditional food. They have a higher standard of living, higher income, and they are more 
open to try new things. People from rural areas consume agro-food products produced in their 
own homes, so they are less interested in buying food in general, and traditional food, in 
particular. 
The age influences the demand of traditional food as well, thus: people under 25 years 
old prefer bread and bakeries and vegetables and fruits, people of 26-40 years old like bread 
and bakeries, people of 41-55 years old prefer meat products, and people over 56 years old 
prefer dairies. So, the market of traditional food products is segmented by age. 
Another conclusion is that the profile of the consumer of traditional food products is: 
women, coming from urban area, having an income between 1000 and 2000 lei, usually 
students or having jobs that require higher education: engineers, professors, doctors, 
economists etc. 
At the opposite side, people coming from rural area, men, aged over 56 years old, with 
income under 1000 lei, and jobs as administrator, farmer, owner of companies, independent 
professional, unemployed do not consume traditional products at all. 
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